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MapkeTUHr NHHOBaLUWii KaKk UHCTPYMEHT aKTu-
BuU3auuu TpaHcpepa 3HaHNn

Marketing innovation as a tool for enhancing
knowledge transfer

AHHOTaUMS:

Mopens «TponHaa cnuvpanb» (Triple Helix Model (THM)),
OCHOBaHHas Ha MWCC/NedOBaHUM  CJIOXHOMO  B3auMOOENCTBUSA
yHMBEpCUTETOB, OM3HECA M BRAcTU, SABNSETCS COBPEMEHHOW
MOZENbIO Pas3BUTUA MHHOBALMOHHBLIX CUCTEM.

B mopenn THM Bepyllee 3HayeHve OTBOOUTCH YHMBEPCUTETAM,
KoTOpble npespaLLaloTcs B npeanpvHuMmaresibckme
YHMBEPCUTETHI U 4Yepe3d COOCTBEHHble KaHasbl Ans TpaHcdepa
3HaHUM MPUMEHSAIOT 3HaHWUA Ha nNpakTMKe W BKIa4blBalOT
pesynbTatbl B HOBble  0Opa3oBaTefibHble  AMCUMMIIMHBGI.
YHBepCUTETbI BCE 4alle CTaHOBATCA 3a/l0rOM  YCMELHOro
9KOHOMMYECKOr O PasBuUTUSA permoHa.

Bmecto TOro, 4to6 Kkak paHblle CIYXUTb JiMWb WCTOYHMKOM
HOBbIX MOen ON9 yXe CYLWeCTBYIWNX GUPM, COBPEMEHHbIE
YHUBEPCUTETHI crapaloTcs 00bEAUHUTD cBOM
nccnepoeatensckme u obpas3oBaTefibHble BO3MOXHOCTU  OJis
co3faHns GupM HoBOW GopMaumn, 0COBEHHO B MPOLABUHYTbIX
0651aCTAX HAYKNU 1 TEXHONOMMMW.

TeHpeHUMN B U3BMEHEHUM PONN YHUBEPCUTETOB B 9KOHOMUYECKOM
pasBuTUM CTpaHbl N B YHKUMOHMPOBaHUM HaumoHanbHbIX, ©
0COBEHHO pPErnoHabHbIX, WHHOBALMOHHLIX CUCTEM, MOAENn
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B3aVMOLENCTBUA  yHMBEpCUTETOB, OM3Heca W rocygapcTea
CTaBAT HOBbIE 334341 nepen OTe4EeCTBEHHbIMU YHUBEPCUTETAMMU.
Jna oTBeTa Ha HOBble Bbl30BbI HEOOXOOMMA WHCTUTYLManM3aums
TpaHchepa 3HaHWN NMyTEM CO34aHUSA B YHMBEPCUTETAxX M Hay4HbIX
opraHn3aumsx COOTBETCTBYIOLLEN WHHOBALUMOHHON
MHOPACTPYKTYPLl AJ1si KOMMEpLUMann3aunm pesynbTatoB HayyHo-
TEXHMYECKON AeATENIbHOCTU.

BaxHbiM 3/1IEMEHTOM YHUBEPCUTETCKOW WHHOBALUMOHHON
MHOPACTPYKTYPbl  OOMKHbLI  CTaTb  NOAPasfefieHns  (LEeHTPbI,
nabopatopuun, rpynnbl), 3aHATbIE MapPKETUHIOM WHHOBALMA -
OEedTeNbHOCTbIO M0 KOMMepUumManMsaumm WMHHOBaLMIA Ha OCHOBE
MapKeTUHIOBbIX MOAXOLOB.

Peannzaums paHHOW 3agadv, NO HalemMy MHEHW0, BO3MOXHO
OyOeT conpexeHa C onpeneneHHblIMU TPYAHOCTIMU B CBSI3U C
OTCYTCTBMEM YCTOsIBLUENCA Teopun B 06Nactu MapkeTuHra
WHHOBaLM " Haznexatien NPakTUKM  OCYLLECTBIIEHNA
MapKeTUHrOBOM  OEeATENbHOCTU  YHUBEPCUTETCKMMU  HayyHO-
nccnenoBaTeNib.CKUMU NOAPA3AENIEHUAMMU.

Abstract:

Model "Triple Helix» (Triple Helix Model (THM)), based on the
study of the complex interaction of universities, business and
government, is @ modern model of the development of innovative
systems. In the leading role model THM product has its universi-
ties which are transformed into entrepreneurial universities and
through their own channels for transfer of knowledge apply
knowledge in practice and invest in the new results of educational
discipline. Universities are increasingly becoming the key to suc-
cessful economic development. Modern universities are trying to
combine their research and educational opportunities for creating
new firms formation, especially in the fields of science and ad-
vanced technology. Trends in the economic development of the
country and in the functioning of the national and especially re-
gional innovation systems, and the changing role of universities,
new challenges for domestic universities.

To answer the new challenges require institutionalization of
knowledge transfer through the establishment of universities and
research organizations appropriate the innovation infrastructure
for the commercialization of the results of scientific and techno-
logical activities. An important element of the university of innova-
tion infrastructure should be units (centers, the laboratory groups)
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engaged in marketing innovation - activities for commercialization
of innovation based marketing approaches. Realization of this
task, in our opinion, it may be soprezhena certain difficulties due
to lack of established theory in marketing innovation and good
practice of the marketing activities of university research units.





